magnitude has been an important issue in CRM studies. The donation amount information can be used by consumers to make assumptions about a company or a product (Ellen, Lois, & Deborah, 2000) . The attributions that consumers make of large donation amounts may lead them to form a positive image of a company. Previous CRM studies have focused on
Western consumers (Boenigk & Schuchardt, 2013; Bronn & Vrioni, 2001; Strahilevitz, 1999) .
Considering the cultural differences, consumer perceptions about luxury CRM in Asian markets could be different from those in Western markets (Subrahmanyan, 2004) . However, no research has fully explored luxury CRM in Asian markets even though Asia has become one of the biggest markets in luxury goods (Boenigk & Schuchardt, 2013) . Korean consumers seem especially poised to become the next luxury powerhouse in Asia, even overtaking Japan (Luxe Brand Advisors, 2012) . In addition, Korean consumers have a fashion leadership to other Asian markets (Cayla & Eckhardt, 2007; Wang & Lee, 2012 (Dahl & Lavack, 1995; Olsen, Pracejus & Brown, 2003) . Although the influence of donation magnitude on consumer behavior has been explored in many studies (Cho, Park, & Park, 2010; Strahilevitz, 1999) (Strahilevitz & Meyers, 1998) , types and proportions of donations (Olsen et al,, 2003) , and consumers' individual traits (Ross, Larry, & Marry, 1992) . In this study, we focus on CA and subjective norm (SN) to examine luxury consumer behavior in Korea. As market leaders, luxury fashion brands have superior CA, which can be defined as aspects of corporate performance such as high product quality, craftsmanship or level of services (Fionda & Moore, 2009) . CA is defined as "the company's expertise in producing and delivering its outputs" (Brown & Dacin, 1997, p. 68), and it includes both intrinsic attributes such as product or service quality and extrinsic attributes such as consumer profile and innovation. In addition, several studies that explored Korean consumer behavior (C. Lee & Youm, 2011; Hierang Park & Hahn, 2006) demonstrate the influence of SN on consumers' attitude toward luxury brands and buying intention. That is referred to as "the perception that most people who are important to an individual influence the individual's purchasing behavior" (Fishbein & Ajzen, 1975, p.302 . Theoretical Background and Ⅱ
Hypotheses

Luxury Fashion Brands
Luxury has been conceptualized from the side of consumption or from the branding perspective. In the former perspective, the main characteristics of luxury include scarcity, exclusivity, status and quality (Atwal & Williams, 2009 ). In the latter perspective, luxury brands can be associated with exclusivity with a well-known brand identity, a high level of brand awareness and perceived quality, sales-level retention and consumer loyalty (Phau & Prendergast, 2000) . Narrowing down to more practical triats, Moore, Fernie, and Burt (2000) define the characteristics of luxury fashion 
Donation Amount Information and
Consumer Responses
Previous studies reported that the magnitude of donations positively influenced companies'
performance (Dahl & Lavack, 1995; Olsen et al., 2003) . Strahilevitz (1999) Folkes and Kamins (1999) 
CA as a Moderator
SN as a Moderator
The theory of planned behavior emphasizes the importance of SN in the formation of a person's attitude toward a behavior (Ajzen & Fishbein, 1980) . SN refers to "the person's perception that most of the people who are important to him think he should or should not perform the behavior in question" (Fishbein & Ajzen, 1975, p. 302 
Scenario Development
We developed two scenarios about luxury fashion brands for this study. Scenario method is recommended for CSR studies in order to reduce social desirability bias (Berens et al. 
Measures
The alpha for each factor was higher than .6, and the reliability of the measurement was confirmed (Hair et al., 2010) .
Data Analysis Procedure
The data were analyzed using moderated 
Effects of donation amount information on consumers' preference, trust and purchase intention toward luxury brands
The results of the regressions are shown in Table 2 . All regression models are significant (p Depending on the reference group, consumers can make a decision to present their unique identity to the members or to obtain group affiliation (Joo, 2012) . The perception of the opposite gender's approval of luxury fashion brands seems to reflect a motive to appeal to their taste, whereas approval from the same gender means the motive is to conform.
Similarly, Sundie, Kenrick, Griskevicius, Tybur, Vohs and Beal (2011) 
